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 ABSTRACT:  Amid the continuing increase in the number of taxpayers in Indonesia, it is expected that the 
amount of tax revenue for the state will continue to increase. The increase in the amount of revenue is aimed 
at optimizing tax functions, namely budgetary, distribution and stability functions. However, the success of 
this tax revenue is strongly influenced, one of which is the taxpayer compliance to fulfill its obligations. 
Apart from internal factors that come from individual taxpayers, external factors have an important role in 
shaping taxpayer compliance. Several studies still show different results on these external factors on their 
influence on Taxpayer Compliance. This study aims to explain and analyze the influence of tax and tax 
service advertisement socialization factors on taxpayer compliance in Jakarta. This research is a 
quantitative study using multiple regression analysis. The analytical tool used in this study is the Social 
Package for the Social Sciences (SPSS 25.0). The results of this study explain that taxpayer compliance is 
influenced by tax advertising socialization. In addition, the Taxpayer Compliance variable is also influenced 
by tax services. Simultaneously, tax dissemination and services also affect taxpayer compliance. With 
limitations on the specifications of the external factors used, this study also emphasizes the characteristics of 
taxpayers such as novice taxpayers, which is an interesting input to be carried out in subsequent studies. The 
level of tax knowledge for the group taxpayers will be closely related to the awareness of taxpayers in 
carrying out their obligations. This has an indirect impact on the level of compliance as a taxpayer. 
 
Keywords:  Taxpayer compliance, advertising, services 
 
 
ABSTRAK: Di tengah terus meningkatnya jumlah wajib pajak di Indonesia diharapkan dapat terus 
meningkatkan jumlah penerimaan pajak bagi negara. Peningkatan jumlah penerimaan ini bertujuan untuk 
mengoptimalkan fungsi-fungsi pajak yaitu fungsi budgeter, distribusi, dan stabilitas. Namun demikian 
keberhasilan penerimaan pajak ini sangat dipengaruhi salah satunya dari Kepatuhan Wajib Pajak untuk 
memenuhi kewajibannya. Selain faktor internal yang berasal dari individu wajib pajak, faktor eksternal 
memiliki peran penting dalam membentuk kepatuhan wajib pajak. Beberapa penelitian masih menunjukkan 
hasil yang berbeda pada faktor-faktor eksternal tersebut terhadap pengaruhnya pada Kepatuhan Wajib Pajak. 
Penelitian ini bertujuan untuk menjelaskan dan menganalisis pengaruh faktor sosialisasi iklan pajak dan 
layanan pajak terhadap Kepatuhan Wajib Pajak di Jakarta. Penelitian ini merupakan penelitian kuantitatif 
dengan menggunakan analisis regresi berganda. Alat analisis yang digunakan pada penelitian ini yaitu Social 
Package for the Social Sciences (SPSS 25). Hasil penelitian ini menjelaskan bahwa Kepatuhan Wajib Pajak 
dipengaruhi oleh Sosialisasi iklan pajak. Selain itu, variabel Kepatuhan Wajib Pajak juga dipengaruhi oleh 
Layanan pajak. Secara simultan, Sosialisasi dan Layanan pajak turut mempengaruhi Kepatuhan Wajib Pajak. 
Dengan keterbatasan pada spesifikasi faktor eksternal yang digunakan, penelitian ini menekankan juga pada 
karakter-karakter wajib pajak seperti Wajib Pajak pemula menjadi salah satu masukan yang menarik untuk 
dilakukan pada penelitian berikutnya. Tingkat pengetahuan pajak bagi wajib pajak kelompok tersebut akan 
sangat berhubungan dengan kesadaran wajib pajak dalam menjalankan kewajibannya. Hal ini secara tidak 
langsung berdampak pada seberapa tinggi kepatuhan sebagai Wajib Pajak. 
Kata Kunci: kepatuhan wajib pajak, iklan, layanan 
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Introduction 
 
Taxes as it is known have general 
functions, namely a budgetary function 
(financing of national development or other 
state expenditures), a regulatory function 
(regulation of social and economic policies), 
a distribution function (social welfare) and a 
stability function (stabilization of economic 
conditions) (Maulida, 2018). Based on data 
from the Directorate General of Taxation's 
Destination Statement for 2015-2019 (table 
1), it can be explained that the amount of tax 
revenue in 5 years has increased. This is in 
line with the increasing number of taxpayers 
during that period. In 2015, the amount of tax 
revenue was 1,294 trillion rupiah which then 
increased to 2,329 trillion rupiah in 2019. 
There was an approximately 2-fold increase 
in the amount of tax revenue. Apart from the 
increase in the number of taxpayers, the 
increase also occurred in the SPT aspect 
through e-filing. A significant increase 
occurred in 5 years, where in 2015 the 
number of SPTs through e-filing was 2 
million then in 2019 it increased to 24 
million. This explains that along with the 
increase in taxpayers, it can also be explained 
that from year to year the understanding of 
taxpayers regarding taxation includes taxation 
service facilities that can be used. This 
understanding of taxpayers can support 
forming taxpayer compliance to fulfill their 
obligations.  
 
Table 1. Destination Statement of the Directorate General of Taxes (2015-2019) 
Indicator 2015 2016 2017 2018 2019 
Tax ratio  13.2% 14.2% 14.6% 15.2% 16% 
Tax revenue 1.295 T 1.512 T 1.737 T 2.007 T 2.329 T 
SPT via e-filing 2 M 7 M 14 M 18 M 24 M 
Number of registered taxpayers 32 M 36 M 40 M 42 M 44 M 
*T=trillion rupiah; M=million rupiah      
            Source: Directorate General of Taxes (2019)  
 
In addition, several factors that can 
affect taxpayer compliance in the KPP 
Kembangan area, Jakarta such as tax 
authorities, tax sanctions, tax dissemination 
and perceptions of tax effectiveness (Arviana 
& W, 2018). In different areas such as 
Surabaya, taxpayer compliance is influenced 
by factors such as taxpayer awareness, the 
attitude of tax authorities, applicable tax 
laws, and the rational attitude of the pros and 
cons of fulfilling obligations as taxpayers 
(Siat & Toly, 2013). Meanwhile at KPP 
Pratama Jambi, taxpayer compliance is 
influenced by factors such as taxpayer 
awareness, knowledge and understanding of 
taxpayers about taxation, perceptions of the 
effectiveness of the tax system and tax 
sanctions (Afritenti, Fitriyani, & Susfayetti, 
2020). Studies have used various factors to 
explain their effects on taxpayer compliance. 
However, as time goes by and with the 
increasing diversity of taxpayers, the latest 
testing is still needed which continuously 
explains the dominant factors both internal 
and external that affect taxpayer compliance. 
This is also in line with the explanation 
(Marandu, Mbekomize, & Ifezue, 2015) 
which states the background that although 
various tax compliance studies have been 
raised, there is still a lack of collective 
adequacy of the factors used. This also 
explains that from year to year with the 
improvement or adjustment of tax regulations 
and the diversity of taxpayer characters (age, 
occupation, education, location of residence 
and so on), the taxpayer compliance factors 
still need to be continuously studied as in this 
study.  
The identification of the problem in 
this study is that there are still differences in 
the results of the research that explain the 
influence of tax advertising socialization 
factors on tax compliance. Likewise with the 
tax service factor as part of an external factor 
for its effect on tax compliance. Not only 
partially, if it is tested simultaneously 
whether the two external factors are able to 
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influence taxpayer compliance, it remains to 
be proven. Thus, this study is expected to 
provide improved results on existing research 
gaps. 
Based on the explanation above, this 
study aims to explain as well as analyze the 
effect of advertisement socialization and tax 
services as external factors on taxpayer 
compliance in Jakarta. The theoretical 
implication of this research is expected to 
contribute to the enriching public 
understanding as mandatory for external 
factors that consciously or unconsciously 
affect tax compliance. In practical 
implications, the results of this study are 
expected to be a consideration for the tax 
service office (KPP), especially in 
implementing consistent service quality 
standards for each taxpayer.  
 
Hypothesis Development 
Tax compliance can be explained as a 
form of obedient action in implementing tax 
laws and regulations (Hadiwijaya & 
Febrianty, 2019). In a concept that is not 
much different, tax compliance is defined as 
a condition for a taxpayer to fulfill all tax 
obligations and simultaneously use his 
taxation rights (Juniarti, Noersanti, & 
Susanti, 2018). This definition is almost the 
same as the operational definition used in this 
study where tax compliance is described as 
an act of taxpayers to fulfill their obligations 
as well as to get their rights in the taxation 
field in accordance with the rules and 
regulations in force in Indonesia. In this 
study, compliance referred to is the 
compliance of individual taxpayers with 
taxpayers in Jakarta in general. The 
indicators used to explain Tax Compliance in 
this study are the timeliness of the taxpayer 
to provide tax reporting, the suitability of the 
amount of tax reported, and the willingness 
to pay sanctions if any. Compliance in 
carrying out obligations as taxpayers is 
related to the concept of motivation from 
individual behavior. Various studies have 
explained that an individual's understanding 
of taxation and its regulations will determine 
the motivation that is formed to perform their 
obligations. Damayanti (2012) in his research 
that uses the Theory Planned Behavior 
approach to changes in the tax culture in 
Indonesia explains that tax compliance is 
influenced by the intention of individuals as 
taxpayers. However, the intention itself is 
motivated by the individual's own attitude 
towards tax compliance. Therefore, strategies 
to increase positive attitudes to carry out 
obligations as taxpayers and instill subjective 
norms in the social environment regarding 
the importance of being obedient as 
taxpayers are things that need to be 
continuously carried out. Other studies 
explain that normative expectations of 
compliance and sanctions are determinants of 
taxpayer compliance in Zonguldak, Turkey 
(Benk, Çakmak, & Budak, 2011). 
Furthermore, this research also explains that 
if there is a policy adjustment on taxation, 
efforts to link it with moral and social norms 
must also be considered so that the intention 
of taxpayers to voluntarily carry out their 
obligations is maintained and continues to 
increase. Meanwhile, Hai & See (2011) in 
their research in Malaysia explained that 
taxpayer attitudes, especially regarding the 
view of tax costs and the fairness aspect of 
the tax system, have an influence on tax non-
compliance. In addition, the subjective norms 
and background of taxpayers (gender and 
age) are also supporting factors for the form 
of taxpayer noncompliance intentions. 
Apart from internal factors in tax 
compliance, external factors also provide 
various interesting perspectives in 
determining taxpayer compliance. In simple 
terms, external factors come from outside the 
obligatory individual itself (Wulan, 
Suhartini, & Bahri, 2018). External factors 
such as information technology, tax audits 
and tax courts in a country can help avoid tax 
evasion (Tarmidi, Suryati, & Purwaningsih, 
2020). In Indonesia, several studies that 
discuss external tax factors use several 
factors such as advertisements, tax officer 
services, sanctions, tax amnesty, social 
norms and so on. Sulila (2019) in her 
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research uses advertising factors to explain 
their effect on tax compliance. In this study, 
the advertising aspect is the effectiveness of 
tax advertisements in the form of billboards 
and the content of information from the 
advertisements submitted becomes the 
independent variable. In this case, the 
effectiveness of billboards relates to the 
success aspects of advertisements made in 
supporting the success of tax revenue. 
Meanwhile, from the content side of the 
advertisement, it relates the success aspect of 
the information conveyed where taxpayers 
must pay taxes on time and in the correct 
amount. The results of this study also explain 
that both partially and simultaneously the 
effectiveness of advertisements and the 
content of advertisement information 
delivered affects taxpayer compliance. 
However, this study also explains that it is 
necessary to continue extensification in the 
form of socialization to maximize the 
effectiveness of tax revenues. Research that 
uses advertising factors in measuring 
taxpayer compliance was also conducted by 
Trisnawati , E., & Putri (2014) where the 
results of the research explained that there 
was an effect of advertising on taxpayer 
compliance. In this study, the indicators used 
to explain the advertising variables are the 
quality of the advertisements, the content of 
advertisements delivered and the public's 
perceptions. One of the limitations and 
recommendations of study is that it can use 
even more diverse demographics at different 
times. This means that it is necessary to carry 
out the similar research later date with a 
more diverse sample character. From the 
aspect of advertising content itself, Christian 
(2017) in his research has explained that tax 
advertisements, especially those that are 
informative, can form taxpayer awareness to 
fulfill their obligations. However, from a 
different perspective, research conducted by 
Wulan et al., (2018) explains that 
advertisements regarding taxes do not affect 
tax compliance. This research indicates that it 
is possible that the advertisements served are 
less effective or not carried out in a 
sustainable manner. This research is in line 
with research conducted by Waluyo (2014) 
which also explains that advertising does not 
affect taxpayer compliance in carrying out 
their obligations. This study uses a content 
and frequency approach to explain the 
effectiveness of a tax authority 
advertisement. Based on the explanation has 
been given, the hypothesis proposed in this 
study are: 
H1: The socialization of tax advertisements 
affects on taxpayer compliance. 
Information technology in the media 
for delivering advertisements continues to 
develop from time to time so that the 
effectiveness of advertisements can differ. 
Informative, educational, and creative 
aspects can be a determining factor for the 
success of advertisements regarding taxation 
in shaping taxpayer awareness. Coupled with 
the still found differences in the results of 
studies that use advertising factors in 
explaining taxpayer compliance factors, one 
of the objectives of the study is to analyze the 
effect of advertising socialization variables 
on taxpayer compliance. The operational 
definition of tax advertising socialization in 
this study is a form of tax information to the 
public which aims to invite taxpayers to carry 
out their tax obligations. With so many 
aspects of advertising socialization used in 
various studies, this study focuses on the 
main indicators in the form of advertising 
socialization, namely the quality of the 
information content of the advertisements 
displayed and the frequency of the display of 
advertisements regarding the tax.  
Another external factor related to 
taxpayer compliance is the Tax Service itself. 
Tax services in this study refer to the notion 
of communication to provide tax information 
services to form a taxpayer's understanding 
of taxation. The indicators used in this 
variable are consistency of services provided 
by tax officials, tax provisions and tax 
information systems. Hary, Kertahadi, & 
Riyadi, (2014) in their research at the Tax 
Service Office of Pratama Malang Utara and 
Malang Selatan succeeded in explaining that 
the service offices in the two regions had met 
excellent service quality standards. This 
study uses aspects of tax services such as the 
ability of the tax officer, the attitude of the 
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tax officer, the attention given, the actions 
taken and the appearance of the tax officer. 
This study also explains that training and 
supervision need to be carried out on an 
ongoing basis to maintain excellent service. 
These results are in line with other studies 
such as Awaluddin & Tamburaka (2017) and 
Savitri & Musfialdy (2016) which also 
explain that the quality of tax services affects 
tax compliance. Meanwhile, different results 
are explained by Rahmawati & Yulianto 
(2018) where the perception of tax service 
quality does not affect taxpayer compliance 
at KPP Pratama Semarang Candisari. This 
study indicates the inconvenience of service 
felt by taxpayers because the research period 
was conducted in the period approaching the 
reporting period for Annual Tax Return 
(SPT), resulting in long queues. Lack of 
understanding of taxpayers' knowledge in the 
use of e-spt and e-filing on computers and 
online-based services is indicated to be the 
cause of limited-service delivery. In relation 
to the understanding of taxpayers, Andreas & 
Savitri (2015) from the results of their 
research explained that taxpayer awareness 
itself is a full factor that can mediate the 
relationship between quality services and tax 
compliance. This means that taxpayers who 
have awareness through sufficient knowledge 
in understanding taxation can help form 
excellent tax services. Other studies that 
explain that service quality has no effect on 
mandatory compliance, namely 
Setiyoningrum, Tinangon, & Wokas (2014). 
This research indicates that this result is due 
to the inadequate quality of tax services 
provided to taxpayers at KPP Manado. Based 
on this explanation, there are still differences 
in the results of research using the service 
quality variable on tax compliance. This is 
the background of this research with the 
following hypothesis: 
 
H2: Tax services affect Taxpayer 
Compliance. 
The two external factors above (tax 
advertisement socialization and taxation 
services) have been described as having a 
relationship with the compliance factor for 
taxpayers. This is consistent with the results 
of research conducted by Wulan et al., (2018) 
were advertising factors and tax service 
quality affect Taxpayer Compliance. 
However, as previously explained, there are 
still partially different results from the 
quality of service and socialization of 
Taxpayer Compliance, so to prove it, it is 
necessary to conduct the latest testing 
regarding the relationship of these external 
factors simultaneously. Based on this, the 
next hypothesis proposed in this study are: 
H3: Socialization of advertisements and tax 





 This research is a quantitative study 
using a survey method with a questionnaire 
instrument. The questionnaire was designed 
using a Likert scale of measurement 1 
(Strongly Disagree) - 5 (Strongly Agree). 
The sample of this research was 107 
taxpayers in Jakarta. The number of samples 
must meet the requirements for determining 
the minimum number of samples. The 
number of samples is obtained by 
multiplying the number of indicators by 5-10 
(Hair, Black, Babin, & Anderson, 2014) so 
that the number is deemed to have met the 
requirements. Data collection was collected 
randomly. Analysis of research data using 
multiple regression analysis with the SPSS 
25.0 analysis tool. In conducting analysis, 
this study uses tests, namely reliability and 
validity tests, classical assumption tests and 
hypothesis testing. At the end, this research 
will analyze the coefficient of determination 
and form a regression equation. 
Results And Discussion 
 
This study consisted of 107 
respondents consisting of 64 male (59.8%) 
and 43 female (40.2%). This study was 
dominated by male respondents with a close 
difference from female respondents. Based 
on these results it can be explained that the 
distribution of data based on the gender 
representation of respondents is quite even. 
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Table 2. Profile - Gender 
Description Frequency Percent Valid Percent Cumulative Percent 
Valid Male 64 59.8 59.8 59.8 
Female 43 40.2 40.2 100.0 
Total 107 100.0 100.0  
                   Source: Data SPSS 25.0; n=107 
  
 
Table 3 shows the reliability results 
where Cronbach's Alpha shows a score of 
0.817 for the overall item. If you look at each 
item, the score is Ads1 = 0.780, Ads2 = 
0.798, Serv1 = 0.789, Serv2 = 0.784, Serv3 = 
0.785, Comp1 = 0.820, Comp2 = 0.814, and 
Comp3 = 0.796. Thus, from these results all 
items of Tax dissemination and Tax Service 
in this study are reliable. Table 3 also shows 
the score for each item, namely Ads1 = 0.914, 
Ads2 = 0.902, Serv1 = 0.836, Serv2 = 0.905, 
Serv3 = 0.836, Comp1 = 0.801, Comp2 = 
0.799, and Comp3 = 0.694. These results 
indicate that the Pearson Correlation score for 
each item is above the r-table score (df-2 = 
0.109) and the sig score. each item shows a 
score less than 0.05. These results explain 
that all items of Tax dissemination and Tax 
Service are valid. The test results are based 
on Cronbach's Alpha score must be above 0.7 
for data reliability and Pearson Correlation 
score (> r-table) with Sig. (> 0.05) from each 
item to determine the validity of the data 
(Christian, Purwanto, & Wibowo, 2020).
 





if Item Deleted 
Correlations 
Pearson Correlation Sig. 
Ads1 
0.817 
0.780 0.914 0.000 
Ads2 0.798 0.902 0.000 
Serv1 0.789 0.836 0.000 
Serv2 0.784 0.905 0.000 
Serv3 0.785 0.836 0.000 
Comp1 0.820 0.801 0.000 
Comp2 0.814 0.799 0.000 
Comp3 0.796 0.694 0.000 
                          Source: Data SPSS 25.0; n=107 
 
 
Before testing the hypothesis, it is 
necessary to test classic assumptions on the 
research data. This test includes the normality 
test, multicollinearity and heteroscedasticity. 
The normality test in this study uses the P-
Plot of Regression Standardized Residual 
method. Based on this method, data is 
normally distributed if the points are around 
the line and follow the diagonal direction 
(Matsaany, Adinda, Amora, & Fauzy, 2016); 
(Gao & Abdul Razak bin Chi, 2013). Figure 1 
shows the distribution of the points near and 
following the direction of the diagonal line. 
This explains that the data are normally 
distributed. 
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Figure 1. P-P Plot Normality Test 
Source: Data SPSS 25.0; n=107 
 
The multicollinearity test aims to 
determine whether there is a high correlation 
between variables in a multiple linear 
regression model. To find out whether there 
are multicollinearity symptoms in the data, 
you can look at the Colliniearity Statistics 
score where the Tolerance score must be 
greater than 0.1 and the Variance Inflating 
Factor (VIF) score must be less than 10 
(Won, Wan, & Sharif, 2017; Hair et al., 
2014). Table 4 shows the Tolerance score of 
tax dissemination variable of 0.736 and the 
Tolerance score of the Tax Service variable 
of 0.736. Both variable scores are above 0.1. 
VIF on the Socialization and Tax Service 
variable shows a score of 1.359 or is below 
10. The results of this Colliniearity Statistics 
explain that there is no multicollinearity in 
the data. Next, the heteroscedasticity test was 
carried out to determine whether there was an 
inequality in the variance of the residuals 
between observations. This study uses the 
Glejser method. This test looks at the Sig 
score where this test score must be greater 
than 0.05 for each variable (Handaruputri & 
Hartono, 2020). Table 4 shows the Sig. The 
socialization variable is 0.217 and the Tax 
Service variable is 0.337. Both variable 
scores are smaller than 0.05 and at the same 
time explain that in this test there is no 
heteroscedasticity disorder so that the next 
analysis in this study can be continued. 
 








AdsTotal .736 1.359 .217 
ServTotal .736 1.359 .337 
 a. Dependent Variable: CompTotal a. Dependent Variable: Abs_RES 
Source: Data SPSS 25.0; n=107 
 
Hypothesis testing in this study 
compares the t-count score with the t-table 
and the significance score with probability. If 
the t-count score is greater than the t-table or 
the significance score is smaller than the 
probability, the hypothesis is accepted 
(Christian, 2017). Table 5 shows that the t-
count score for the socialization variable is 
2,824. The result of t-table (α / 2; n-k-1) is 
1.98326. From these results it can be 
explained that the t-count is greater than the t-
table. The significance of the socialization 
variable is 0.006 and the significance of this 
variable is less than 0.05. Based on the results 
of this hypothesis test on the Socialization 
variable, it can be explained that Hypothesis 
1 is accepted, which means explaining that 
tax dissemination in its various forms 
influences Taxpayer Compliance in carrying 
out its obligations to report taxes. This result 
is in line with research conducted by 
(Indriyarti & Christian, 2020) which explains 
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that frequent lack of socialization is an 
important factor in shaping taxpayer 
awareness. In addition, the effectiveness of 
the content submitted to taxpayers is a 
determining factor, especially in answering or 
resolving problems regarding taxes for 
taxpayers. Likewise, research conducted by 
Trisnawati , E., & Putri, (2014) which uses 
external factors to help deliver tax 
information as well as to form awareness for 
taxpayers. Specifically, regarding 
socialization, especially in the form of 
advertising, the effectiveness of advertising 
has an influence on the formation of taxpayer 
awareness in Gorontalo (Sulila, 2019). From 
a global perspective, this is also in line with 
research conducted by Saad (2014) regarding 
taxpayers in Malaysia who apparently have 
inadequate knowledge of the technical 
income tax system. The aspect of 
socialization in this case at least can be a 
supporting factor to overcome the existing 
problems. Socialization in the form of 
advertisements both on television and in 
newspapers can increase the rate of tax filing 
in Pakistan (Koumpias & Martinez-Vazquez, 
2019). However, research conducted by 
Wulan et al., (2018) and Waluyo (2014) 
explains that tax advertising has no impact in 
shaping taxpayer awareness. There is an 
indication that the sample characters used are 
taxpayers who have high awareness as 
taxpayers. The frequency of advertising that 
is not accurate or even too frequent can lead 
to the absorption of the information to be 
conveyed to the public as taxpayers. In this 
case there is a need for a strategy in 
delivering tax information in the form of 
advertisements to convey the message to be 
conveyed so that the advertisement regarding 
the tax being delivered is not considered a 
form of annoying advertising which will then 
be easily ignored (Christian, 2019). This also 
relates to the tax ad format that will be 
delivered whether it has a dominant form in 
the aspect of information or interesting 
content (Christian, 2017). In addition, the 
taxpayer's background factor can also have an 
impact on the success of the tax 
advertisement being delivered. Variety of 
taxpayer backgrounds such as age, level of 
education, place of residence or even the ease 
of accessing or obtaining information about 
taxes can be a determining factor for public 
awareness as a taxpayer. In this case, the 
strategy undertaken by the government to 
conduct outreach in the form of providing 
direct services to public places needs to be 
carried out continuously and it is necessary to 
increase the frequency and number of service 
points by increasing cooperation with various 
educational institutions or companies.  
Table 5 also shows that the t-count 
score of the Tax Service variable is 2,499. 
The result of t-table (α / 2; n-k-1) is 1.98326. 
From these results it can be explained that the 
t-count is greater than the t-table. The 
significance of the Tax Service variable is 
0.014. The score of signification of this 
variable is more than 0.05. Based on the 
results of this hypothesis test on the Tax 
Service variable, it can be explained that 
Hypothesis 2 is accepted, which means 
explaining that Tax Services have an impact 
on Taxpayer Compliance. Existing tax 
services are either face-to-face (Integrated 
Service Points) and online information 
services or in the form of a call center. This 
result is in line with research conducted by 
Indriyarti & Christian (2020) which explains 
that the services provided by the government 
are one of the factors that affect taxpayer 
compliance. Likewise, research conducted by 
Waluyo (2014) which uses tax services has an 
impact on taxpayer compliance. In addition, 
Indrayani & Suhendra (2017) through their 
research explained that the quality of service 
both at the tax office (facilities) and tax 
officer services can shape taxpayer 
compliance, especially regarding reporting of 
annual income tax returns. This indicates that 
the convenience of the taxpayer's process of 
carrying out its obligations is also a 
determining factor for positive experiences. 
In addition, the complexity of regulations 
regarding taxes also needs to be conveyed to 
taxpayers clearly so that taxpayers get a 
proper understanding and are not confused 
about what should be reported and paid as an 
obligation. Regarding the tax service facility 
itself, it has established standards, one of 
which also aims to provide convenience and 
comfort for taxpayers in addition to fulfilling 
the expectations of the services provided 
(Oktaviani, Juang, & Kusumaningtyas, 2017). 
Looking from a broader perspective such as 
in Nigeria, the tax services provided by the 
government, although they have an influence 
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on taxpayer compliance, are not significant 
(Anyaduba & Oboh, 2019). Even though the 
tax service is one of the important factors for 
taxpayers, this does not make it an excuse for 
not performing their obligations as taxpayers. 
Therefore, in this case, the excellent service 
that is satisfactory from the tax service is only 
a forming factor for the satisfaction of the 
experience of each taxpayer. However, the 
satisfaction of the experience felt by 
taxpayers can give a good impression and 
impact the willingness to be willing to carry 
out their obligations in the long term. 
The next test is a simultaneous 
hypothesis test. This test uses a comparison 
of the F-count score with the F-table and the 
significance score with probability. If the F-
count score is greater than the F-table or the 
Significance score is smaller than the 
probability, the hypothesis is accepted 
(Indriyarti & Wibowo, 2020; Fensi & 
Christian, 2018). Table 5 shows that the F-
count scores simultaneously are 14,595. The 
results of the F-table (k; n-k) are 3.08. From 
these results it can be explained that the t-
count is greater than the t-table. The 
simultaneous significance of 0.000 and 
signification of this variable is less than 0.05. 
Based on the results of this simultaneous 
hypothesis test, it can be explained that 
Hypothesis 3 is accepted which means that it 
explains that the Dissemination of Taxes and 
Tax Services simultaneously affects Taxpayer 
Compliance. These results are the same as the 
results of research conducted by Indriyarti & 
Christian (2020). From these results it can 
also be explained that the need for various 
forms of reminders for taxpayers in 
establishing tax compliance as a taxpayer. 
Tax dissemination can be done in the form of 
public service advertisements that are 
delivered through print, electronic, online, 
and face-to-face socialization media. Tax 
services can be carried out through 
Appropriate Integrated Services or designated 
public places or in collaboration with the 
Directorate General of Taxes. These results 
are also in line with research conducted by 
Awaluddin & Tamburaka (2017). The ease of 
delivery of information about taxes can shape 
the level of awareness of taxpayers. In line 
with this, the service satisfaction felt by 
taxpayers also creates a sense of comfort for 
the formation of higher intentions in carrying 
out tax obligations. Therefore, excellent 
service and service satisfaction 
simultaneously affect taxpayer compliance. In 
relation to taxpayer compliance, various 
internal and external factors simultaneously 
have an effect. This also strengthens the 
research conducted by Lestari & Wicaksono 
(2017) and Putri, Devi, & Amijaya (2020). 
However, on a slightly different side in the 
case study of boarding house owners in 
Semarang, it turns out that factors such as the 
environment, tax sanctions, and taxpayer 
awareness do not significantly affect the level 
of taxpayer compliance (Princesswara & 
Iskandar, 2019).  
Furthermore, the information in table 5 
can explain the form of the regression 
equation. Based on this table, the regression 
equation of this study is Y = 7.018 + 0.342X1 
+ 0.214X2 + e. These results explain that the 
influence of the independent variables 
(Socialization and Tax Services) shows a 
positive effect seen from the constant value. 
Taxpayer compliance as variable Y will 
increase by 34.2% if socialization as variable 
X1 has an increase of 1 unit. Likewise, the 
Tax Service factor will affect the Taxpayer's 
Compliance factor by 21.4% if the Service 
has an increase of 1 unit. Based on these 
results, it can also be explained that the 
socialization factor is a more dominant factor 
than the tax service factor in terms of having 
an influence on taxpayer compliance. 
The results of the hypothesis test above 
explain that the two factors used in the study, 
namely the Socialization of Taxes and Tax 
Services, have an influence on Tax 
Compliance. The magnitude of these two 
factors has an influence on the Taxpayer 
Compliance factor which can be seen from 
the coefficient of determination. The R 
Square score in table 6 shows a score of 0.219 
which explains that the magnitude of Tax 
dissemination and Tax Service factors has an 






Jurnal Akuntansi Bisnis 




Versi Online: http://journal.ubm.ac.id/index.php/akuntansi-bisnis/ 
DOI: http://dx.doi.org/10.30813/jab.v14i2.2523 
Hasil Penelitian   
 
 
   110 
 
 






B Std. Error t Sig. t-table F F-table Sig. 
(Constant) 7.018 0.884 7.939 0.000       
Socialization  
Tax Compliance 
0.342  2.824 .006 
1.98326 
- - - 
0.05 
Accept H1 
Tax Services  
Tax Compliance 
0.214  2.499 .014 - - - Accept H2 
Socialization & 
Tax Services  
Tax Compliance 
  - - - 14.595 3.08 .000
b
 Accept H3 
Source: Data SPSS 25.0; n=107 
 
21.9%. There are other factors (78.1%) that 
also affect Taxpayer Compliance. Research 
conducted by Handoko, Toni, & Simorangkir 
(2020) and Mubarok, Faridah, & Masnila 
(2020) uses the tax sanction factor to explain 
the effect on taxpayer compliance. Another 
study, Darmayanti (2019), uses tax amnesty 
as another factor that explains taxpayer 
compliance. Based on these results it can be 
explained that various factors can be used as a 
government strategy in shaping the awareness 
of taxpayers in Indonesia. 
 




Model R R Square Adjusted R Square Std. Error of the Estimate 
1 0.468
a
 0.219 0.204 1.53930 
a. Predictors: (Constant), ServTotal, AdsTotal 
b. Dependent Variable: CompTotal 





Based on the results and discussion 
above, this study explains that Taxpayer 
Compliance is partially influenced by Tax 
dissemination and Tax Service factors. This 
study also explains that Tax dissemination 
and Tax Service factors simultaneously 
contribute to the awareness of taxpayers to 
comply with their obligations according to a 
predetermined time in accordance with 
applicable laws and regulations. The synergy 
between socialization in the form of 
advertisements in print, electronic and online 
media needs to be balanced by increasing tax 
services at various points. This makes it 
possible to reach points where it has been 
difficult to get direct information about the 
procedures and regulations for tax filing / 
reporting. This proximity in the form of tax 
services makes it possible to form a positive 
impression regarding taxes for the taxpayer. 
Thus, the awareness that is formed for 
Taxpayers will be positive in the long term. 
Characteristics of taxpayers such as novice 
taxpayers are one of interesting inputs to do 
in the research. The level of tax knowledge 
for the group taxpayers will be closely related 
to the awareness of taxpayers in carrying out 
their obligations. This has an indirect impact 
on the level of compliance as a taxpayer. 
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